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Its  Value  to  You 

IT’S  always  typical  of  spring  to  feel  the 
desire  for  new  endeavors,  new  things 
and  beautiful  things. 

It’s  appropriate  that  we  should  make  a 
special  introduction  of  our  newest  paper 
— Carlyle  Japan — by  printing  upon  it 
this  issue  of  the  Crest. 

Formerly  similar  lines  of  the  paper- 
maker’s  art  have  been  obtained  only  by 
importation.  Now  you  can  order  and  use 
these  sheets  without  suffering  the  delays 
consequent  upon  shipment  from  outside 
points. 

Carlyle  Japan  is  made  in  Canada  by  us 
alone.  It  is  obtainable  in  White  and 
India  tints  in  both  antique  and  plate 
finishes. 
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These  pages  are  printed  on  our  u Carlyle  Japan". 
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When  you  have  a thought  fitting  your 
product  which  needs  presentation  consider 
the  effect  of  a message  on  this  paper. 
Your  printer  will  be  glad  to  show  you 
dummies — the  attractive  beauty  which  ap- 
peals to  you  yourself  will  also  be  felt  by 
the  recipients  of  your  story.  That’s  a 
good  reason  why  it’s  valuable  to  you. 

ip 

THE  Great  British  Empire  Exhibition 
will  open  in  April  and  will  bring 
together  most  of  the  trade  interests 
of  the  Empire. 

There  will  be  a large  delegation  of  the 
Canadian  Manufacturers’  Association  who 
will  visit  the  Exhibition  and  also  during 
this  time  the  Associated  Advertising  Clubs 
of  the  World  will  be  in  convention  in  London. 

The  Howard  Smith  Paper  Mills  are  to 
be  represented  at  the  Exhibition  with  an 
attractive  display  of  High  Grade  Papers, 
to  which  display  all  our  friends  are  cordially 
invited. 

ip 

Did  you  know  that  the  Eastman  Kodak 
Company  publish  not  one,  but  six  House 
Organs — editorially  made  to  appeal  to 
different  types  of  readers? 

* * * 

Many  a hard  time  is  due  to  taking  things 
easy. 
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Surprising  Methods  of 

Purchasing 

Seemingly  hut  not  actually  so 

/%  LL  of  us  would  be  surprised  if  we  had 
r\  been  sitting  in  the  advertising  mana- 
ger’s office  and  heard  him  in  the  space 
of  ten  minutes  refuse  one  printer  salesman 
because  he  tried  to  solicit  business  on  the 
basis  of  lower  price,  and  then  offer  the  work 
to  another  without  even  request  for  quota- 
tion— while  a few  minutes  later  he  called 
three  different  printers  to  get  a price  on 
20,000  production  forms  X-12— So  I asked 
him  why  and  wherefore. 

“Well,  as  a matter  of  fact,  I usurp  a bit  of 
the  purchasing  agent’s  department  and 
buy  all  routine  printing  required  as  well  as 
outside  and  advertising  matter  although, 
of  course,  the  P.  A.  makes  out  the  orders.” 
And  thereby  hangs  the  story. 

“The  first  printer  was  refused”,  he  con- 
tinued, “because  he  tried  to  get  a job  which 
he  might  do  in  spite  of  reasonable  doubt 
as  to  the  performance  of  his  equipment  and 
workers,  but  I wouldn’t  risk  it.” 

“Then,  when  he  came  offering  cheaper 
prices  I was  sure  I couldn’t  take  a chance,” 
he  continued  in  the  same  line  of  thought, 
“because  cut  prices  meant  limits  in  processes, 
care,  production  and  handling.  This  is 
an  outside  job — too  important  to  have  any 
uncertainty.  Every  cut  he  offered  meant 
a bigger  chance  of  a rotten  piece  of  printed 
matter — and  that  wouldn’t  do.” 
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“What  do  you  mean  by  an  outside 
job  ?”  I queried. 

“Well,  we’ve  found  it’s  a good  plan  to 
divide  printing  purchases  into  two  classes.” 

“Those  which  go  outside,  such  as  letter- 
heads, catalogues,  sample  folders,  and  all 
advertising,  are  bought  to  create  impres- 
sions. You’ve  got  to  buy  the  best  from 
copy  to  envelope  to  create  the  best  reaction. 
The  difference  between  60  and  80  lb.  paper 
may  mean  something  in  price  that  seems 
worth  while  until  you  visualize  the  10,000 
people  who  are  going  to  get  the  booklet  and 
who,  the  minute  they  touch  it,  will  get  an 
impression  of  flimsiness — we  don’t  sell  a 
flimsy  product  so  we  don’t  use  flimsy  paper 
on  our  mailing  list.” 

“We  have  three  or  four  printers  who  do 
our  quality  work.  They  spend  a great  deal 
of  their  time  working  on  ideas  for  us  and  they 
produce  quality  material.  Any  one  of  them 
could  cut  their  price  on  repeats  of  their  own 
jobs  or  even  on  the  specifications  from 
their  own  plans,  but  ideas  are  worth  money 
because  they  cost  money  to  develop  and 
they  bring  them  to  us  first — and  quality 
whether  in  printing  or  anything  else  cannot 
be  governed  by  a stop  watch — not  when 
you’re  dealing  with  fine  paper,  beautiful 
composition,  art  work,  engravings,  press 
work  and  colours.” 

“No,  the  cut  price  gentleman  doesn’t 
get  this  job,  it’s  for  the  outside  and  will  be 
printed  on  a good  paper  and  with  careful 
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type  spacing  requirements  and  delicate 
colouring  for  the  borders.” 

“The  sketch  looks  just  brown  but  it  may 
need  two  browns  to  get  the  effect  they’ve 
suggested  and  if  it  does  they’ll  use  two  or 
even  three — but  I’ll  get  quality  for  our 
outside  stuff.  And  outside  stuff  doesn’t 
just  mean  ‘de  luxe’  booklets — everything 
which  goes  to  a customer  or  prospect  from 
sales  letters  to  our  catalogue  from  which 
we  want  favourable  impressions  where  the 
individual  is  concerned,  is  considered  on  the 
basis  of  the  quality  of  the  individual  piece 
and  not  on  the  mass  as  where  competing 
prices  on  10,000  units  would  show  variance.” 
“You  see  outside  stuff  is  pretty  nearly 

pure  investment  while  inside  supplies — 
they’re  our  old  friend  ‘overhead’.” 

Exercise  prevents  T>ry  ‘R.ot 

IT’S  a good  idea  in  the  early  part  of  the 
year,  before  too  much  waste  has  occurred, 
to  check  over  the  mailing  list  and  prepare 
to  remove  the  “sick  ones;”  but  only 
after  an  effort  has  been  made  to  see  if  there 
is  any  hope  of  resuscitation. 

Sometimes  another  diagnosis  fits  the 
disease.  The  mailing  list  as  a whole  may 
be  in  a pretty  weak  producing  condition 
due  to  lack  of  exercise.  Why  not  take  it 
out  for  three  or  four  brisk  sharp  walks 
around  the  circuit  ? 
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Thoughts 

IT  is  quite  certain  that  the  thought  did 
not  originate  with  Edison,  but  it  is  true 
that  recently  he  gave  voice  to  it  in  the 
words  that  “the  hardest  thing  in  business 
is  to  get  men  to  think.” 

Now,  let’s  take  hold  of  this  with  all  our 
gripping  power.  It’s  another  bit  of  evidence 
which  points  to  several  conclusions. 

It  explains  why  many  best  sellers  (books) 
are  so  hungrily  “taken  on  the  run.”  It’s 
the  reason  why  comic  strips,  cartoons, 
hair  raising  murder  stories  and  society 
scandals  make  valuable  newspaper  fiction. 

It  has  been  largely  responsible  for  the 
miraculous  rise  of  the  movies  and  the 
acceptance  of  a lot  of  their  mediocre  drama 
as  easily  taken  as  “sipping  cider  through 
a straw.” 

It  is  one  of  the  great  hammers  which 
continuously  in  a certain  proportion  and  at 
intervals  in  almost  ninety  percent,  of  the 
cases  smash  away  the  props  of  prosperity 
and  make  business  bad,  poor  or  indifferent. 
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When  men  fail  to  think  in  their  main 
work  their  favourite  entertainment  is  gen- 
erally that  which  calls  for  the  least  effort. 

By  way  of  conclusion  if  one’s  observations 
bring  agreement  with  Mr.  Edison’s  state- 
ment, it’s  obvious  that  all  this  has  a bearing 
on  advertising.  Now,  the  wonderful  power 
of  publicity  is  not  existent  solely  because 
the  world  is  lazy  minded — but  if  a great 
portion  is,  see  how  much  easier  advertising 
work  becomes. 

The  great  successful  advertisers  who 
would  scarifice  almost  anything  rather  than 
lose  the  untold  value  of  regular  and  per- 
sistent publicity  know  this  truth  that 
lazy  minds  frequently  impressed  with  a 
thought  soon  absorb  and  accept  it— a 
manufacturer  who  “tells  the  world”  per- 
sistently and  in  varied  ways  that  his 
product  is  “best”  succeeds  in  getting  the 
public  vote.  The  manufacturer  who  takes 
advantage  of  the  conditions,  however,  is 
generally  wise  enough  to  sacrifice  no  effort 
in  keeping  his  wares  actually  the  “best” 
both  in  fact  and  presentation  for  the  same 
“lazy  public”  resents  being  fooled. 

Some  advertisers  have  proved  that  in- 
terested prospects  will  actually  pay  for  a 
fine  booklet. 
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Courage 

Where  is  your  record  of  yesterday? 

Is  it  near  the  top  or  low? 

Well,  what  does  it  matter  anyway, 

If  you’ve  watched  the  score  and  know  ? 


The  biggest  men  in  the  world  to-day 
Began — and  some  jobs  were  mean — 
But  they  won  because  they  were  willing  to 
play 

The  game  out  fair  and  clean. 

They  cared  not  a whit  that  the  odds  were 
long 

For  their  faith  in  themselves  was  fine; 
They  faced  the  mark  with  a courage  strong 
And  headed  straight  for  the  line. 

It’s  playing  the  big  game  right  that  pays, 
It’s  not  what  you  win,  but  how, 

So  forget  to  regret  the  wasted  days, 
Start  right  on  a new  one  NOW. 

Jane  Bates , in  “Forbes”. 


Printed  on  “Carlyle  /< 
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The  Trice  Cutter 

Tell  me  not  in  smiling  numbers, 

Selling  costs  are  what  they  seem, 

And  the  man  who  cuts  for  orders 

Gets  the  lion’s  share  of  cream. 

If  you  strive  to  build  a business, 

Do  not  be  a human  sieve — 

Letting  leak  your  needed  profit, 

Trusting  luck  will  let  you  live. 

Lives  of  dead  ones  all  remind  us 
What  it  means  to  sell  on  guess; 

Their  departure  makes  us  keener 

To  sell  right  and  not  “for  less.” 

For  no  trade  can  long  be  loyal 
To  a man  who’s  all  regrets, 

Can’t  deliver — who’s  just  living 
On  the  interest  of  his  debts. 

Levey  Printing  Co. 

rf? 
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How  Long  is  It 

SINCE  you’ve  talked  to  your  old  cus- 
tomers, either  by  the  personal  contact 
of  an  executive  or  by  means  of  a friendly 
communication  from  Head  Office?  Is  the 
contact  as  frequent  as  during  the  days  of 
better  business? 

* * * 

Since  a suggestion  has  been  sent  to  dealers 
— not  merely  to  buy — but  suggesting  how 
they  can  sell  more  in  a consumer  market 
which  is  none  too  active  in  the  "giving  up” 
of  profits,  and  at  the  same  time  offering 
service  and  help  on  your  own  part  to  bring 
the  consumer  to  the  counter  in  a buying 
mood? 

* * * 

How  long  is  it  between  orders  as  compared 
with  good  years  of  business  ? Has  an  effort 
proportionate  to  better  times  been  made 
to  sell  and  serve. 

* * * 

How  long  is  it  going  to  take  before  we 
all  realize  that  “extreme  economy”  is  a 
financial  move  and  not  a sales  effort  ? 
Economy  in  sales  work  is  negative  unless  a 
greater  percentage  of  sales  effort  makes  it 
positive. 

* * * 

How  long  will  it  be  before  production 
will  be  worrying  about  how  to  accommodate 
orders  rather  than  how  to  keep  machines 
busy  ? 
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How  long  will  it  be  before  we  realize 
that  economy  is  relative?  In  other  words 
let’s  take  a situation  where  5,000  corpora- 
tions adopt  a rule  of  strictest  economy, 
penny  saving,  and  cutting  down  of  sales 
effort.  What  happens  ? Business  gets  rot- 
ten, sales  decline,  production  goes  lower, 
cost  per  unit  goes  higher,  the  market  shrinks. 
Such  a situation  seems  to  develop  when 
economy  as  a policy  becomes  fixed  rather 
than  relative. 

Inhere  are  the  Parents f 

We  all  suffer  because  sitting  in  our  offices  or 
homes  just  by  a mental  process  and  decision 
we  wound  the  Golden  Goose  and  eliminate 
25-50%  of  the  Golden  Egg  crop.  We 
become  parents  to  the  child  of  bad  business 
by  this  same  kind  of  economy  while  at  the 
same  time  we  are  praying  for  improvement. 

Ask  the  man  who  bemoans  the  lack  of 
orders  what  his  sales  effort  is  to-day  in 
relation  to  what  it  was  in  better  times. 
Allow  that  he  can  economize  here  as  well  as 
elsewhere  provided  he  has  replaced  the 
economy  with  better  strategy,  keener  acti- 
vity or  more  intensive  effort;  but  if  he  has 
just  trimmed  “sales”  and  decided  to  ride 
the  storm  then  offer  him  no  sympathy. 
He  has  merely  cast  overboard  “Old  Father” 
cumulative  effort.  Barrels  of  profit  have 
gone  into  the  sea,  and  customers  are  looking 
elsewhere  because  his  ships  do  not  come 
to  port. 
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If  the  motor  car  manufacturer,  as  Babson 
suggests,  is  getting  the  money  of  the  shirt, 
shoe  and  other  producers,  as  well  as  of 
savings  accounts,  it  is  probably  because  the 
motor  car  maker  has  succeeded  in  selling 
convenient  transportation,  fresh  air,  country 
side,  winding  roadways  and  balloon  tires, 
more  successfully  than  manufacturers  have 
sold  personal  appearance  or  banks  and 
investment  houses  have  marketed  indepen- 
dence and  safety. 

It  may  prove  instructive  to  compare  the 
volume  of  advertising  of  motor  cars  in 
magazines,  newspapers,  booklets,  circulars 
and  motor  shows  with  the  volume  of  publi- 
city of  other  lines  of  industry.  The  motor 
car  people  seem  to  have  decided  that  “busi- 
ness is  as  good  as  we  make  it”  that  the 
lasting  power  of  depression  is  terminated 
by  the  proper  amount  of  “genuine”  counter 
aggression. 


It’s  not  the  Trice,  It’s  the  Yield 
that  Counts 

A Suggestion  which  has  raised  dividends . 

Frequently  when  we  go  into  a 

Purchasing  Agent’s  office  we  see  a row 
of  manufacturers’  catalogues  in  nice 
dust-proof  glass  front  book  cases;  but 
nevertheless  heaps  of  the  books  and  cata- 
logues look  a bit  dusty.  If  the  catalogues 
could  be  kept  in  continued  use  it  would  be 
a much  more  active  sales  instrument. 


- 
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One  method  has  been  found  successful 
in  accomplishing  this  purpose.  A series 
of  sales  letters  has  been  prepared  and  mailed 
at  proper  intervals — each  one  refers  to  a 
specific  offering  and  page  in  the  catalogue — 
sometimes  a higher,  sometimes  a lower 
price  is  made  “all  as  per  description  on 
pages — of  our  catalogue”. 

Changes  of  new  designs  and  descriptions 
can  be  offered  most  economically  and  con- 
veniently on  the  4-page  sales  letter  with 
illustrations  on  pages  2 and  3 and  even  4 — 
in  which  the  catalogue  can  be  referred  to  as 
the  basis  from  which  the  change  is  made. 

When  the  catalogue  becomes  a handy 
habit  to  the  purchaser  it’s  an  active  sales 
instrument,  when  it  lies  neglected  to  collect 
just  dust  it’s  an  inactive  investment,  showing 
a very  poor  yield — somewhat  like  securities, 
which  are  purchased  in  moments  of  enthusi- 
asm, only  to  disappear  from  the  active 
quotation  columns  and  which  have  never 
paid  dividends. 

It’s  the  yield  from  a catalogue  which 
determines  its  value  irrespective  of  high  or 
low  cost.  * * * 

Often  the  ragamuffin  news  boy  would  be 
a better  representative  than  some  booklets 
which  are  mailed  to  possible  buyers. 

* * * 

It  is  well  to  cure  but  better  to  prevent 
a Distempter.  The  first  shows  more  skill, 
but  the  last  more  wisdom. 

William  Penn. 
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Leaks  and  JVaste  that  could  be 
stopped  by  Careful  Checking 

THERE  is  no  need  to  waste  good  paper 
to  carry  illustrations  made  from 
poor  engravings. 

There  is  a leak  in  attempting  to  re- 
produce fine  art  work  on  the  wrong  paper 
—poor  results  are  obtained  by  trying  to 
save  on  the  quality  of  paper  when  high 
grade  engravings  are  to  be  used. 

It  is  folly  to  use  low  grade  paper  and 
cheap  printing  to  present  a subject  of 
quality  which  merely  means  that  you  pre- 
sent to  your  friend  Mr.  Prospect  a shabby 
individual  by  your  own  introduction. 

It  is  poor  planning  to  use  bad  or  indiffer- 
ent copy  to  tell  a good  story. 

There  is  power  in  words.  Good  typogra- 
phy has  beauty  of  its  own — even  so  has 
art  work.  Mediocrity  is  as  self  evident  as 
the  window  of  a pawn  shop.  There  is 
tragedy  in  a mailing  list  which  does  not 
reach  real  prospects. 

There  is  a gulf  of  disappointment  when 
people  forget  that  in  buying  sales  letters, 
booklets,  folders,  blotters,  etc.,  in  the  bulk 
of  so  many  thousands,  that  the  real  success 
of  their  use  depends  upon  the  individual 
reaction  to  the  one  single  piece  received 
by  the  prospect. 
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Art  or  Vacuum  Cleaner 

In  the  past  few  days  one  of  us  was  con- 
sidered a prospect  for  a vacuum  cleaner  and 
a work  of  art.  The  aforesaid  one  of  us  is 
really  very  shortly  going  to  buy  a vacuum 
cleaner  and  has  no  intention  of  buying  works 
of  art  until  a few  other  items  are  attended 
to. 

Well,  the  mailing  pieces  have  produced  a 
funny  result.  The  recipient  is  going  to 
the  Art  Exhibit  and  the  Vacuum  Cleaner 
advertisement  has  gone  the  road  to  death. 
It  was  so  bad  it  killed  the  interest  of  the 
prospect,  even  the  name  of  the  machine 
is  forgotten. 

But  what  about  the  picture.  Well, 
Mr.  Prospect  says  he  has  learned  a lot  from 
the  booklet  about  the  artist — his  life  and 
works  and  several  of  his  canvasses  look 
most  attractive,  even  in  the  black  and  white 
from  halftone  reproduction.  He’s  going 
to  that  exhibit. 

Surely,  it’s  useless  to  add  that  one  message 
was  attractive,  appealing,  decently  clothed 
and  interestingly  said — while  the  other — 
but  why  waste  your  time. 

By  way  of  suggestion  test  some  of  your 
own  advertising  on  the  members  of  your 
own  family — through  the  mail. 

* * * 

A bachelor  and  his  buttons  are  soon 
parted — Toronto  Goblin. 
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The  Origin  of  Taper 

PAPER  is  one  of  the  most  important 
things  that  came  from  the  Orient. 
The  Chinaman  who  made  the  first 
sheet  of  paper  by  covering  a lattice  of  willow 
switches  with  the  wet  fibres  of  silk  started 
an  industry  that  has  been  one  of  the 
foundations  of  civilization. 

Centuries  ago,  when  the  rulers  of  the 
European  nations  were  unable  to  sign  their 
names,  the  peaceful  inhabitants  of  China 
were  manufacturing  paper  from  vegetable 
fibre  and  rags,  and  the  Chinese  Emperor 
was  the  possessor  of  a library  containing 
more  than  50,000  books. 

As  early  as  the  sixth  century  the  Chinese 
made  a good  quality  paper  from  mixed 
pulp  of  various  fibres  and  rags,  and  gave 
this  paper  a smooth  writing  surface  by 
either  coating  it  with  gypsum  or  sizing 
it  with  starch  or  gelatin  procured  by  burn- 
ing lichens  or  other  plants. 

The  Arabs  gathered  a knowledge  of 
paper  manufacture  from  the  Chinese  and 
by  the  year  900  the  Mohammedan  people 
had  become  leaders  in  the  art. 

“Publicity." 
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hen  let  winged  Fancy  wander 

Through  the  thought  still  spread 
beyond  her , 

Open  wide  the  mind’s  cage-door , 
She’ll  dart  forth , and  cloudward  soar. 

Keats . 


